Ⅰ. Introduction
From the tourism literatures, it describes that psychological (e.g. self-concept) and functional variables positively impact tourists' loyalty to a destination. Through review of previous literature it found that self-congruity and functional congruity are important elements to predict customers' behavior. In tourism area, self-congruity refers to the match or mismatch between tourist self-image and perceived destination image, on the other hand, functional congruity deals with the match or mismatch between perceived utilitarian benefits of a destination and tourists' expectations to utilitarian benefits of a -2 -role of self-concept in determining consumer behavior intentions in different perspectives of products and services (Sirgy and Su, 2000) . Ⅱ. Literature Review and
Hypotheses Development

Self-Congruity and Functional Congruity
Self-congruity deals with the concept of the cognitive matching between value-expressive particularity of any given product or service and consumer self-concept (Sirgy et al., 1991) .
In tourism area, more specifically, selfcongruity refers to the match between tourists' self concept and perceived image of a given destination (Hung and Petrick, 2011) . Sirgy et al. (1991) conducted four studies and found that consumer behavior is predicted by selfcongruity and functional congruity.
Furthermore, functional congruity is influenced by self-congruity. The congruence between perceived image of products or services and self-concept can result in favor for the products or services, in turn, it will lead to recommendation, in other words, people tend to connect their self-images to products' or services' image (Hung and Petrick, 2011) .
From previous customer behavior literatures, there were two main types of congruity: self and functional congruity and self-congruity contains four dimensions---actual self, ideal self, social self and ideal social self. Actual self and ideal self have been studied most frequently in most related researches and the current study also focuses on actual selfcongruity and ideal self-congruity. Moreover, self-congruity and functional congruity have been recognized as important psychological determinants of consumer behavior (He and Mukherjee, 2007) . For instance, a store illuminated by soft light may create a luxurious image of the store and provide customers with the image of affluence (Sirgy et al., 2000) . It it proved that the greater the degree of congruence, the higher the probability of intention to consumption (Usakli and Baloglu, 2011) . Tourism is one of the new areas that self-congruity theory has been examined (Hung and Petrick, 2011) . Until now, some previous studies proved that the greater the match between the destination's image and the tourists' self-concept, the more likely that the tourists' have a favorable attitude toward that destination, in turn, this will brings some future behavior, this matching process is what we called self-congruity. Sirgy and Su (2000) also proposed that self-congruity can be a useful approach to explain why people visit a particular destination. In addition, because lack of empirical studies, it is necessary to conduct studies in the relationship between selfcongruity and tourist behavior (Usakli and Baloglu, 2011) . Functional congruity has often been examined together with self-congruity in prior marketing studies and functional congruity also affects destination travel behavior and may be related to self-congruity (Sirgy and Su, 2000) . Furthermore, some other studies indicate that self-congruity and functional congruity have a direct effect on customer behavior (Hung and Petrick, 2011; Kumar and Nayak, 2014; Kang et al., 2015; Sirgy et al., 2005; Beerli et al., 2007) . Due to the relationship between self-congruity and functional congruity has been discussed in previous studies already, this paper raises a question that is their relationship generalized to other areas, other behavior variables or other consumer population?
The Effects of Self-Congruity and Functional Congruity on e-WOM -5 - 
Moderating Effects of Self-Construal
Self-construal refers to how an individual considers self as an independent identity or a member of that community when he or she interacts with others. Self-construal contains independent self and interdependent self.
Individuals with independent self-construal will concern separately rather than consider them within a group when organizing their thoughts, feelings, and actions. On the contrary, individuals who with interdependent self-construal will consider themselves as a part of the external social environment when interpreting their thoughts, feelings, and actions (Wang et al., 2015) . As a result,
-6 -individuals are more willing to demonstrate an independent self-construal if they emphasize self-knowledge. In contrast, individuals are likely to regard themselves as interdependent when some aspects of self-knowledge relating to others are in dominant place (Agrawal and Maheswaran, 2005) . As a relatively new psychological construct, self-construal turns out to be more frequent in some marketing literature (Hackman et al., 1999) . In some marketing literature, the independent or interdependent self-construal could affect consumers' judgment about a product and their future behavior (Gardner et al., 1999) . The study of Kwon and Mattila (2015) Individuals concern separately rather than consider them within a group when organizing their thoughts, feelings, and actions.
The degree to which individuals keep separateness and uniqueness from others within SNS. (2015) Interdependent self-construal Individuals consider themselves as a part of the external social environment when interpreting their thoughts, feelings, and actions
The degree to which individuals concern about others within SNS. The Effects of Self-Congruity and Functional Congruity on e-WOM -9 -school or below is 21, accounting for 9.6%.
Rest of the respondents have master degree or above, the number is 28, accounting for 12.8%.
In the aspect of monthly income, income of most respondents ranges from 3001-5000, the number is 105, accounting for 48.2%. Number of respondents whose monthly income below 3000 is 13, accounting for 6.0%.
Exploratory factor analysis and reliability analysis were first performed to determine the factor structure and dimensionality of self- In addition, the moderating role of independent and interdependent self-construal on the relationship between self-congruity (functional-congruity) and e-WOM has been tested through regression analysis. Specifically, from Because self-congruity deals with "non-utilitarian destination positioning", tourists with independent self-construal are will to communicate with others to express self-value only.
Managerial Implication
This study offers some important managerial implications for destination management. 
Limitations
The present study has several limitations. Qin Yang․Young-Chan Lee
Purpose
Self-congruity deals with the effect of symbolic value-expressive attributes on consumer decision and behavior, which is the theoretical foundation of the "non-utilitarian destination positioning".
Functional congruity refers to utilitarian evaluation of a product or service by consumers. In addition, recent years, social network services, especially mobile social network services have created many opportunities for e-WOM communication that enables consumers to share personal consumption related information anywhere at any time. Moreover, self-construal is a hot and popular topic that has been discussed in the field of modem psychology as well as in marketing area. This study aims to examine the moderating effect of self-construal on the relationship between self-congruity, functional congruity and tourists' positive electronic word of mouth (e-WOM).
Design/methodology/approach
In order to verify the hypotheses, we developed a questionnaire with 32 survey items. We measured all the items on a five-point Likert-type scale. We used Sojump.com to collect questionnaire and gathered 218 responses from whom have visited Korea before. After a pilot test, we analyzed the main survey data by using SPSS 20.0 and AMOS 18.0, and employed structural equation modeling to test the hypotheses. We first estimated the measurement model for its overall fit, reliability and validity through a confirmatory factor analysis and used common method bias test to make sure that whether measures are affected by common-method variance. Then we tested the hypotheses through the structural model and used regression analysis to measure moderating effect of self-construal.
Findings
The results reveal that the effect of self-congruity on tourists' positive e-WOM is stronger for
The Effects of Self-Congruity and Functional Congruity on e-WOM -21 -tourists with an independent self-construal compared with those with interdependent self-construal.
Moreover, it shows that the effect of functional congruity on tourists' positive e-WOM becomes salient when tourists' self-construal is primed to be interdependent rather than independent. We expect that the results of this study can provide important implications for academic and practical perspective. 
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